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What Is the Post-Purchase Process? 
Creating a positive and seamless customer experience—and implementing effective 
post-purchase marketing strategies—should be the priorities of any ecommerce company. In 
fact, companies’ capabilities in these areas increasingly serve as competitive differentiators 
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within the ever-crowded ecommerce marketplace. By understanding what matters most to 
customers during the buying and post-purchase process, companies can maximize their overall 
marketing ROI while creating brand advocates. 
 
Keep reading for an overview of the keys to increasing customer satisfaction—and unlocking 
additional, incremental revenue—during the post-purchase process. Among other topics, we’ll 
explore the key stages of the ecommerce buying process, as well as some best practices that 
can help you optimize them for the best results. 
 

What are the 5 stages of the purchase process in 
ecommerce? 
There are typically five stages of the consumer buying process in ecommerce, spanning from 
initial awareness through retention and advocacy. Getting each stage right is the key to the 
kind of seamless customer experience people expect. Let’s break down each of the five stages, 
along with their primary objectives. 
 

1.​ Awareness: This relates to how potential customers learn about specific products, 
services, and brands; primarily driven through traditional marketing campaigns, as well 
as organic recommendations/referrals. 
  

2.​ Consideration: As customers narrow down their options to find the best fit for their 
needs, priorities, and budget, it follows that the companies that provide compelling and 
informative content on their website to help customers see the value of different 
solutions will be in the most advantageous position to win their business. This 
approach also enables customers to better understand exactly how your solutions can 
meet their needs, and for brands to craft their own stories. 
 

3.​ Decision: On a basic level, this stage is self-explanatory—it’s where customers commit 
to one product, service, or provider over its competitors. By understanding what 
customers want, expect, and value most, companies can showcase themselves as the 
best solution for their needs.  
 

4.​ Retention: While most ecommerce companies realize that keeping existing customers 
happy is more cost-effective than creating brand-new business, customer retention can 
be tricky. Today’s customers tend to be less loyal overall, due to the fact that new 
products and services are constantly entering the marketplace and customers have 
access to more information than ever before. When done right, though, this stage of the 
buying journey can transform a single transaction into a long-term customer 
relationship. 
 

5.​ Advocacy: Going one step further than retention, the advocacy stage of the customer 



journey can be difficult, yet undeniably worthwhile. It’s one thing for customers to be 
satisfied with their purchase (and likely to do more business with a company over time), 
but another thing altogether for them to vouch for the brand through online reviews, 
social media posts, and word-of-mouth referrals. We’ll discuss these post-purchase 
outcomes in more depth a little later. 

 

What is the “post-purchase” period? 
In terms of the ecommerce buyer’s journey outlined above, the post-purchase period begins 
after customers submit payment and spans across the thank you and confirmation pages. 
Despite its narrow focus, the post-purchase period can include multiple types of post-purchase 
behavior and forms of post-purchase evaluation, and it has a significant impact on the overall 
customer experience. 
 

●​ Post-purchase behavior examples include actions like buying additional products or 
services from the company or signing up for customer loyalty programs. 
 

●​ Post-purchase evaluation examples include filling out customer satisfaction surveys, 
leaving online reviews, and providing word-of-mouth recommendations. 
 

It’s important for companies to recognize that every customer touchpoint matters—as each 
provides an opportunity to showcase how well a company understands and values its 
customers—and to unlock an additional revenue source through complementary offers and/or 
third-party advertisers. 
 

What is the Transaction MomentTM? 
At Rokt, we have identified the Transaction Moment as the most impactful component of the 
post-purchase process. In ecommerce, the Transaction Moment starts from the moment a 
customer adds something to their cart and extends through the payment, thank you and order 
confirmation stages. 
 

Why is the Transaction Moment so important? 
Imagine this: a customer is in the market for a new gaming PC. They’ve spent hours online 
reading reviews, watching videos, and evaluating different products. They’ve narrowed their 
choices to just a couple of products and have gone so far as to add one to their cart.  
 
If this were occurring in a brick-and-mortar store, this part of the “buyer’s journey” itself would 
simply consist of the customer going through the checkout line, paying for their item, and 
taking it home. The revenue that the brick-and-mortar store makes ends with the gaming PC. 
 
For an ecommerce gaming company, however, the Transaction Moment represents a more 
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substantial opportunity to influence customers’ purchasing decisions and post-purchase 
behavior. These opportunities can then unlock new streams of ad revenue beyond the original 
purchase of the gaming PC. 
 
Furthermore, it’s no secret that customers routinely add items to their cart without being fully 
committed to their purchase (and it’s not necessarily a bad thing). It could be that they’re 
monitoring a few different products, that they want to see what taxes and shipping costs will 
add, or a host of other motives. They are still motivated to buy, though, and they tend to be 
feeling positively about what you offer.  
 
This is where post-purchase marketing—and Rokt Ecommerce—can change the entire game, 
for customers as well as the company angling for their business. Our AI-powered platform lets 
you derive actionable insights from your own first-party data, helping you to better understand 
what is most relevant to customers. Using that information, then, to put the best internal and/or 
third-party offers in front of the best customers at the best time, unlocks a win-win. Customers 
can learn about relevant, value-adding products and services, while ecommerce companies 
unlock an additional source of incremental revenue. 
 

What is an example of a post-purchase 
experience? 
Within the framework of the ecommerce buying journey, the customer’s basic post-purchase 
experience begins with their buying decision and extends through the retention and advocacy 
stages (as described in a previous section).  
 
Of the four Transaction Moment touchpoints—the cart, payment, thank you, and confirmation 
screens—it’s the last two that technically make up the post-purchase experience. Since these 
four components should form a seamless process, however, let’s take a closer look at each of 
them—and how they go together to form a cohesive and consistent customer journey: 

 
●​ Cart: Once the customer adds something to their cart, it’s an indication that they’re 

ready to buy. It’s not, however, a guarantee that they will go through with their 
purchase, as customers might abandon their cart for any number of reasons. Maybe the 
cost seems high (especially if there are shipping costs involved), or maybe they’ve been 
bombarded with too many irrelevant offers. 

 
●​ Payment: Ecommerce customers increasingly expect companies to provide varied 

payment options and reasonable shipping costs, and may abandon their cart if those 
costs exceed their expectations. Until ecommerce customers have reached the order 
confirmation stage, there's no guarantee that they will complete their purchase.​
 

●​ Thank you page: More than merely a formality, the thank you page of an online order 
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not only shows appreciation to customers for their business, but it also allows 
ecommerce companies to promote additional offers, like upsells or cross-sells, in a 
post-purchase experience. 

 
●​ Confirmation: If there is one element of the post-purchase process that is often 

underutilized by ecommerce companies, it would be the order confirmation process.  
 
While an on-screen confirmation and emailed transaction receipt are essential, 
confirmation screens also provide two key opportunities for ecommerce companies.  
 
First, they can follow up with customers by sending them additional resources (like 
product guides or setup instructions) that will help them get the most from their 
purchase.  
 
Second, they can provide additional value to customers—and drive additional, 
incremental revenue for the business—through post-purchase marketing strategies like 
serving up complementary offers related to their base purchase. These could be  
add-on services for example, or non-endemic third-party advertisements. Each time a 
customer engages with these offers, the ecommerce store makes ancillary revenue.  
 
By effectively tailoring these offers to each customer and transaction, companies 
demonstrate that they understand their customers and want to provide them with the 
greatest value possible—the kind of relevance that plays a large part in creating loyal 
customers and brand advocates. 
 

Depending on how these stages go, customers might take any number of actions—leaving a 
review, saying something positive about their experience (and your brand) on social media, or 
recommending you to friends or family, for example. These are all highly valuable 
post-purchase behaviors that can boost your brand and generate customer loyalty. 
 

What are the 3 post-purchase outcomes for 
ecommerce customers? 
There are three common actions customers take after having a positive buying (and 
post-purchase) experience: 
 

1.​ Expressing satisfaction: The best ecommerce companies understand that customer 
satisfaction with their purchase is not, in itself, the only outcome. Today, companies win 
customers’ business by making it easy to do business with them—and prioritizing 
long-term relationships rather than one-off transactions. In other words, for many 
brands, customer satisfaction is the lowest acceptable threshold, and it’s more about 
how customers express or otherwise act on their post-purchase satisfaction. For 



example, customers might provide positive feedback online. 
 

2.​ Developing loyalty: When customers have a positive buying experience—including 
throughout the post-purchase stage—they are more likely to remain loyal to a brand 
over time. By making it easy to do business with your company and providing additional 
value to customers through post-purchase marketing initiatives, brands can transform 
one-off customers into enthusiastic and repeat shoppers. 

 
3.​ Making referrals and recommendations: For many companies, organic word-of-mouth 

referrals represent arguably the most powerful post-purchase outcome. When 
customers recommend your business to their friends, family, or colleagues, it 
demonstrates that they’re not only content with their purchase and overall experience, 
but also enthusiastic enough about it to influence others. And when people receive 
recommendations from people they are close to—and trust—these referrals serve as a 
powerful marketing strategy that’s tough to replicate. 

 
Effectively engaging customers during the post-purchase process doesn’t just elevate the 
customer experience—it also provides positive outcomes for growing ecommerce companies, 
including the ability to unlock an additional revenue source, form powerful strategic 
partnerships (with different payment providers, for example), and build a strong foundation for 
durable, long-term growth. 
 
If there’s one factor that has a greater impact on post-purchase satisfaction than any other, it's 
that customers feel understood and valued, more than just an order number. But what turns 
customers off during these critical stages? Next, let’s explore a few factors that lead to 
customer dissatisfaction. 
 

What is post-purchase dissatisfaction caused by? 
There are several potential causes of post-purchase dissonance (post-purchase regret or 
anxiety, in other words), including: 
 

●​ A bombardment of irrelevant offers during checkout, leading to the paradox of choice 
●​ Products or services that don’t meet their expectations 
●​ Ineffective or inconsistent post-purchase service or support 
●​ Pricing that is too high or doesn’t make sense 
●​ Poor communication throughout the buying process 

 
Under Armour sportswear founder Kevin Plank is often quoted as saying, “Trust is built in 
drops and lost in buckets.” It’s a perspective that underscores the importance of tailoring each 
stage of the customer journey to what customers want and expect.  
 
All it takes is one ineffective, irrelevant touchpoint to turn customers off, in other words, and 
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that’s what makes post-purchase marketing so tricky. Assuming you make it easy for customers 
to do business with you through personalized and efficient experiences, the last thing you want 
is to compromise the trust and goodwill you’ve built. This creates post-purchase dissonance, 
which discourages customers from doing additional business with your brand. 
 
At the same time, the post-purchase period—and the Transaction Moment, specifically—offers 
an opportunity too good for most companies to resist. This is the point when customers are 
engaged and ready to buy, meaning they’re also more likely to consider additional offers 
(whether internal or from third-party advertisers). Research shows that ad engagement during 
the Transaction Moment can be 10x higher than Google Display and 3x higher than Facebook 
Newsfeed. 
 
One of the most effective post-purchase strategies involves providing customers with 
compelling complementary offers during the checkout process. These could relate to additional 
products or services from your company or be relevant third-party ads, each providing 
additional value to customers and an incremental revenue source for ecommerce businesses. 
 
But getting this strategy right requires customer insights as well as strategic foresight, as it can 
basically go one of two ways: 
 

1.​ Either the offers are relevant and add customer value, or 
 

2.​ The offers seem arbitrary, or there are too many to choose from, making customers feel 
like they’re either not understood very well or simply being squeezed for additional 
revenue. 

 

What is the key to positive post-purchase 
experiences? 
The key to improved customer outcomes—and increased revenue—relates to how companies 
optimize the post-purchase experience for their customers. And the key to optimizing these 
stages of the buyer’s journey is relevance—especially when talking about post-purchase 
marketing strategies. 
 
Let’s say you’ve decided to start promoting additional offers to customers via the order 
confirmation screen. Whether your strategy involves selling complementary products and 
services from your company or increasing revenue via third-party advertising, the offers you 
present to customers must have clear and compelling value. 
 
Some companies might assume the best way to ensure relevance is to push many different 
offers—their thinking is that customers will find something relevant to them. This often 
backfires, though, as the paradox of choice is very real. When faced with too many options, 
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many customers decline them altogether. 
 

How does Rokt empower companies to optimize the 
Transaction Moment? 
Rokt’s AI-powered platform enables companies to use first-party data—what they already 
know about their customers—to better understand their behavior and priorities. This, in turn, 
empowers them to not only enhance the customer experience with relevance but also to 
unlock an additional revenue stream via additional offers and third-party advertisements 
during the Transaction Moment. 
 
Rokt enables you to harness the power of AI to generate actionable insights from first-party 
data—including the ability to predict the type of offer that is most likely to resonate with each 
customer on a 1:1 level. This approach enhances both the customer experience and the 
company’s overall revenue; it’s a powerful win-win, in other words. 
 
At Rokt, we understand there are three primary challenges any post-purchase marketing 
strategy must acknowledge and address: 
 

●​ Understanding exactly what customers want. You already know a lot about your 
customers and what matters most to them, but knowing how to process and use that 
information might be another story altogether. 
 

●​ Determining the right post-purchase marketing strategy or strategies. When you 
know what customers want and expect, you’re better-positioned to deliver. Rokt’s 
AI-driven platform empowers ecommerce companies to provide timely 
recommendations for post-purchase offers that are most likely to convert. 
 

●​ Optimizing the Transaction Moment. Optimizing the Transaction Moment means 
understanding when customers are most likely to consider additional products, 
services, or offers, and promoting the best offers at the best time from cart to 
confirmation. 

 

Learn how Rokt Ecommerce enhances the 
post-purchase process 
Rokt’s AI-powered platform helps companies unlock additional revenue opportunities based on 
what they already know about their customers’ preferences, priorities, and even buying habits. 
Based on more than 12 years of machine learning, we predict the next best offers that will 
most likely resonate with customers and result in conversion. 
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At Rokt, a transaction is more than just a purchase: instead, it’s an opportunity to provide 
customers with a relevant, end-to-end shopping experience tailored to their 
preferences—including additional, related offers and third-party advertising.  
 
Ready to take the guesswork out of post-purchase marketing? Visit our website to learn more 
about Rokt Ecommerce or talk with an expert. 
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